
































































































2　 同上書 92 ページ。
































































































































































15　 Hirschman and Holbrook（1982）
















































































せられたのである。2017 年 8 月中旬において検索サイト Google では「牛乳石鹸」と「炎上」


















21　 Google トレンドで確認（2020 年 12 月 8 日調べ）。
22　 アーカー（1997）109 ページ。先に述べた石井（1999）の理解も基本的に同じ理解である。
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development	 of	 consumer	 culture	 theory	 and	 cultural	
branding	research
Junichi	Yoshimura
　This paper discusses the necessity of incorporating consumer culture theory and cultural 
branding into marketing practice and research. In recent years, a qualitative approach has 
often been used in marketing practice and research. Conventional mindshare-based brand 
strategies still play a central role in the corporate marketing process, however. Further, 
academic journals also demonstrate a lack of understanding regarding qualitative research. 
In view of this situation, the central issue around which this paper was written is the 
introduction of historicity to the marketing process. It is hoped this paper will play a role in 
creating a new roadmap for new marketing and consumer research.
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